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HOYAL FEUSH

BEGGING YOUR ROYAL PARBUN

*“You simpletons!” writes Bar-
bara Gray of New Casde, Dela-
ware. “Is there no editonial de-

Ms. Gray's was one of the
most spirited of about two
dozen lerters we received in re-
sponse to last issue’s PM Nose-
book item about Her Royal
Highness the Princess Mary.
The item (adled, appropriately
enough, “Wich Best Inten-
tions™") described a Christrnas
gift of a brass cgarette box, to-
bacco and other itemns that Her
Royal Highness arranged to give
to all of His Majesty’s uni-
formed soldiers in 1914, during
the first holiday season of World
War 1. :

The problem, as Ms. Gray
and other careful readers pointed
out, was our statement thar the
Princess Royal (as Princess Mary
was known) later became Queen
Mary, which is not, in fact, the
aase. Princess Mary was acrually
the daughrer of Queen Mary and
King George V. Queen Mary
had, in fact, been known as
Princess Mary (Princess Vicroria
Mary of Teck, in proper form),
but that was only undl 1910,
when her husband, who was
known as the Duke of York,
succeeded to the throne. Clear so
far? To call more artention to
our error, we illustrated our story
with a photograph not of Prin-
cess Mary, but of her mom, the
Queen.

While lcttcrs such as Ms.

Gray's took PM to task for che
error, the folks ar the Imperial
War Museum in London were
quite forgiving. “Modem people
tend to have forgotten about
Princess Mary,” explained Diana
Condell, the museum’s curator
of uniforms and medals. ““The
Queen was a rather formidable
figure, and the Princess Royal
took a rather less prominent role
in public life. It's acrually a
quite common mistake.”

MANN

Sk

We received correspondence
from, among others, a docror, a
lawyer and—our most authorita-
tive source—a Mrs. Donald M.
Brown of Homer, New York.
*“What made the ardde of

greater interest to me,”" Mrs.
Brown writes, “is chat I have
one of the gift boxes, induding
the greeting card as described
and a small pendl made from
the asing of a shell that was in-
duded. My father was 2 mem-
ber of the Britsh army from .
1914 1o 1919.”

CROSSTALK

WORDS AND PICTURES

Kathleen Richards, Traffic
Manager WEMT, Chicago,
IL writes:

To quote your article (vol. 2,
#2) PM Notebook, “In the first
Dlace, there is simply no proof that
tobacco advertising increases ciga-
reste consumption.” If that is true,
why does the cigarette industry
spend millions of dollars @ year on
?

Do you expect that your read-
ers’ brains are soft? Or are yours?

PM’S RESPONSE

Neither our nor our readers’
brains are soft. We stand by our
statement. A comprehensive
study done for the Intemadonal
Advertising Assodation found
that in 16 countries where dga-
rerte advertising is banned, there
has been no significant change
in tobacco consumption. Indeed,
in several of these countries, con-
sumpgon continues to increase
years after bans were introduced.
In others, the U.S.S.R. and the
People’s Republic of China for
examnple, dgarerte adverdsing
does not exist because the indus-
try is run by the state, and con-
sumpdon condnues to increase.

People with “hard” brains
will ask, “Then why adverdse?”
The answer is to promote brand
switching among people who
have chosen to smoke. In a ma-
ture industry like the robacco in-
dustry, 2 company advertses to
increase its market share by wy-
ing to convince smoking con-
sumers to switch to its products.

o
Ronald M. Davis, M.D,
Board of Trustees, AMA,
Chicago, IL writes:

If you are willing to publish
this letter, [ would like to take
this opportunity 1o set the record
straight. In your Fall 1986 issue,
James Bovard claimed that Cong.
Henry Waxman “stresched and
abused the srush’” during the
course of recent Congressional

bearings on tobacco advertising.
Yet Bovard's article is guilty of
bis own mistruth by stating that
the ““American Medical Associa-
tion advocates government regula-
tion of portrayal of smoking in
movies,”"

In fact, the AMA proposal so
ban tobacco advertising would
prohibit the portrayal of tobacco
use or the showing of tobacco—
product brand names only when
this occurs as the result of pay-
ment by tobacco companies or their
advertising agencies. In the ab-
sence of promotional payments, our
proposal would in no way affect a
producer’s right 1o portray smok-
ing in film or in any other me-

* dium.

PM’S RESPONSE

The AMA proposal ignores,
apparently by design, the realicy
of filmmaking today. It is no
coinddence that one manufac-
turer’s ice cream, car, clothing,
computer, cola, cosmetics, stereo,
dgarette, beer, erc. is displayed
exclusively in any given film.
Featuring a particular brand
name throughour 2 film is a sig-
nificant and rapidly growing
source of revenue for filmmak-
ers. The aveat, “only when this
occurs as a result of payment by
tobacco companies or their ad-
vertising agendies’ becomes, in
the realiry of the filmmaking
markertplace, a pervasive ban on
scenes in which tobacco products
are used.

We would also suggest that,
before labeling as “absurd™ Mr.
Bovard's concerns about the
spread of government censor-
ship, Dr. Davis examine the re-
curring calls for banning of
books and other educational ma-
terials from public libraries and
schools. The lists never grow
shorter, only longer. In the past,
such liss have induded medical
books, an area of censorship
which we suspect even Dr. Da-

vis might oppose.
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STAT/ Stop Teenage Addiction to Tbbacco

P.O. Box 50039, Palo Alto, CA 94303 (415)9657278

BOARD OF DIRECTORS
Richard C. Brown, M.D.

Associate Professor of Pediatrics, UCSF

Suzanne Ryan Curran
Executive Director, El Camino Hospital
Foundation.

Paul Hentzel
Patents, copyrights, and trademarks
attorney, Palo Alto, CA

Joyce Chase Jarvis
Administrator, HSA of Santa Clara
County

Andrew McGuire
Executive Director, Trauma Foundation,
San Francisco, CA

Victor Sher

Environmental toxics attorney, San
Francisco, CA.

Jodi W. Teel
Concerned parent, La Jolla, CA.

Joe B. Tye

Assistant Administrator, El Camino
Hospital, Mountain View, CA.
Director, Health Advocacy Center

ADVISORY COUNCIL

John F. Banzhaf

Executive Director, Action on Smoking
and Health (ASH). Law Professor,
George Washington University.

Neal Benowitz, M.D.
Assistant Professor of Internal
Medicine and Pharmacology, UCSF

Greg Connolly, D.D.S.
Director, Division of Dental Health,
Massachusetts Department of Public
Health.

Virginia Ernster, Ph.D. :
Associate Professor of Epidemiology,
UCSF

Michael Pertschuk

Co-Director, The Advocacy Institute,
Washington D.C., Former Chairman,
Federal Trade Commission.

John W. Richards, M.D.
Assistant Professor, Family Medicine,
Medical College of Georgia. President
of Doctors Ought to Care (DOC).

Jesse L. Steinfeld, M.D.
President, Medical College of Georgia
Former United States Surgeon
General.

William E. Townsle!
Trial attorney and founder of CiglLit
(Cigarette Litigation), Beaumont, TX.

Kenneth E. Warner, Ph.D.
Chairman, Public Health Policy and
Administration, University of
Michigan.

Elizabeth M. Whelan, 5c.D.
Executive Director, American Council
on Science and Health, New York

January 17, 1987

Hamish Maxwell, CEO

Philip Morris Companies, Inc.
120 Park Ave '

New York, NY 10017

Courtesy of the DOC archives
Dear Mr. Maxwell:

It was recently brought to our attention
that the Miller Beer logo is prominently
featured in a movie that glorifies adolescent
drunkeness. The movie, "Spring Break," features
the Miller Beer logo hundreds of times, to the
exclusion of all other brand names. 1In the
film, college students are depicted drinking
Miller Beer from quart bottles, 12 oz. bottles,
cans, and plastic cups with -the Miller logo.

The film glamorizes such alcholic behaviors as
binge drinking, drinking and driving, drinking
to pick up girls, drinking to cure a hangover,
and drinking to resolve personal problems. Most
of the heavy drinkers depicted in the movie
appear to be adolescents, and the only beer
depicted is Miller.

I know that you are concerned about .
improper use of your trademarks, and wish that
you could provide us with some information
concerning this movie. Specifically:

1. Does Philip Morris, its advertising
agencies, or other agents arrange for the
placement of any of its products in motion
pictures? If the company has a written policy
concerning this, particularly as relates to
alcohol or tobacco products, we would appreciate
receiving a copy.

2. Did pPhilip Morris, its advertising agencies,
or other agents arrange for the placement of the
Miller Beer logo in the movie "Spring Break"?

It is nothing short of a national tragedy that so much death and discasc are
wrought by a powerful habit so often taken up by unsuspecting children,
lured by seductive multimillion dollar cigarette advertising campaigns.

U.S. Surgeon General, 1979



Mr. Maxwell, page 2

3. If Philip Morris did not arrange for the placement of its
logo in “Spring Break," did it otherwise provide
authorization to the producers?

4. Does Philip Morris believe that it has the power to
prevent movie producers or publishers from using its logos in
settings that appear to promote adolescent intoxication? If
so, has the company taken action, or does it plan to take
action, against the producers of "Spring Break"?

5. What is Philip Morris' policy regarding the promotion of
alcoholic beverages to college students?

We would appreciate it if you or your designee could
provide us with a response to these questions. Please feel
free to contact me at the above address if I can provide
clarification. Thank you very much.

Sincerely,

Joe B. Tye

PS: I suggest you watch the movie. 1I'd be interested to
know if your reaction was different than mine.



MILLER BREWING COMPANY

ALAN G. EASTON

Vice President - Corporate Affairs

March 3, 1987

Mr. Joe B. Tye

STAT/Stop Teenage Addiction to Tobacco
P.0. Box 50039

Palo Alto, CA 94303

Dear Mr. Tye:

Your recent letter to Mr. Hamish Maxwell expressing concern about
Miller products in the movie "Spring Break' is appreciated. Llet
me respond to each of your specific questions in order.

1. Miller Brewing does retain agents who are res-
ponsible for arranging for the placement of product
in movies and on TV shows. These same agents are
also responsible for reviewing scripts/production
plans in advance to assure —— to the extent
possible -- that both the basic storyline and the
manner in which consumption of our products is
depicted is consistent with various guidelines that
have been developed. A copy of Miller's guidelines
is attached for your information. Such guidelines
were first developed by Miller in 1983 and then
refined (in fact tightened) in 1985.

2. Miller or its agents did not arrange for the
placement of product or logos in the movie "Spring

Break." Miller was approached by the producer, "’
B

3. Having been approached by the producer, Miller did
coopeéfale in Ethe proaGEfiaﬁ-Bf"fHé"ﬁavié"t6“tﬁ§m——
extent of providing beer and cups. “Signagé and
other material with logos were not 8pec1a11y
provided. The movie was shot on location in
Ft. Lauderdale and the signage, logos, etc. were
existing in the commercial establishments .
utilized. 1t should be noted that "Spring Break" V//
was filmed in 1981, prior to the establishment of
Miller's guidelines. Were Miller to be approached

today about this part 1cu1ar - film, 3 it would decline

theopportunity. B

3939 WEST HIGHLAND BOULEVARD MILWAUKEE, WISCONSIN 53201-0482 (414) 931-2740



Mr. Joe B. Tye
March 3, 1987

Page 2

4,

There.does not seem to be a basis for any sort of
action that would prevent movie or TV producers from
making Miller products or logos visible in their
films where the shooting is on location and the
products or logos are inherently present in the
commercial establishment involved. The best action,
of course, is to refrain from providing product
and/or logos in those situations deemed under the
guidelines to be inappropriate. No action against
the producers of "Spring Break" is anticipated as
there is no basis for such action.

Miller Brewing is deeply concerned about alcohol
abuse by college students and about underage
consumption. 1t was the first brewer to adopt (in
1983) as a college marketing policy the campus
marketing guidelines developed by the Collegiate
Inter-Association Task Force on Alcohol Issues. A
copy of the guidelines (including an identification
of the participants in the Inter-Association Task
Force) is also attached. Miller is the largest
single sponsor of BACCHUS, a student-to-student
peer-based college alcohol education program with
chapters on nearly 200 college and university
campuses nationwide.

I trust that this adequately responds to each of your questions.

Should

any additional information be needed, please feel free to

directly contact Mr. John Shafer, Consumer Affairs Manager, Miller
Brewing Company, 3939 W. Highland Blvd., Milwaukee, WI 53201.

AGE/cs

Sincerely,

Qo NeTos

cc: Gene Flanagan
Ray Jones
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TWENTIETH
CENTURY-FOX
PICTURES

WILLIAM MINOT
NATIONAL PROMOTION DIRECTOR

March 17, 1983

Mr. Robert Kovoloff
Assoclated Film Promotions
10100 Santa Mpnica Boulevard
Suite 1095

Los Angeles, CA 90067

Dear Bob;

I was thinking today how much progress we in Hollywood have made
towards establishing a consistent and trustworthy relationship
with corporate America. In pondering the reasons why, it became
obvious that you and your organization are certainly a major factor
in the development of better understanding between ourselves and
corporate America.

You have led the way in expediting efficient services to film
productions both here in Hollywood and throughout the world. This
expertise combined with the ability to establish promotional re-
lationships between corporate clients and the film community give
us another channel for the distribution phase of our business.

As we continue to explore new areas of corporate interaction with
feature films, I am sure your company will continue to lead the ‘xr
way. @

With thanks I remain, <:S§;

Sincerely, %Q

774

William Minot
National Promotion Director

WM/ks

BOX 500 BEVEALY MILLS CALIFOANIA 90213 1 PHONE (213) 277.2211 | CABLE ADDAESS CENTFOX LOS ANGELES | TELEX 674875
A DIVISION OF TWENTIETH CENTURY FOX Fit M CORPORATION
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Junk Foods Go Hollywood B ¢ 424 T KKIN'
-~ Madison Avenue and Hollywood o~ ‘
- team up to make sure that their
.~ favorite soft drink, candy bar, or
it liquor bottle becomes associated with
;*. your favorite movie character. -

In the Public lmeres! e . ' ' ;
.- W Is Cheez Whiz Real Cheese" Huckster or aclor? Some say that Jerry Lewis’ “Hardly Workmg" con-
;" B Partial Sulfite Ban ;. - lains more blatant product plugs than any other recent American film.
W Sugar Group on Offenswe :
' McDonald's ‘Skin Game’ -

S jmk FO()dg G Ho yw()od

BY LESLIE GOODMAN-MALAMUTH

arlon Brando doesn’t do commercials. But when he appeared in “The For-
mula,” he offered co-star George C. Scott a Mikk Dud.
Those concession-stand favorites didn’t end up in the script through the whim
7 ety : : of the screenwriter. The candy’s manufacturer, D.L. Clark Co. (until recently
|5 Y a division of Chicago’s Beatrice Foods Co.), paid Associated Film Productions
P smmsEatn ’ ’ (AFP), a Los Angeles-based “product packager,” to find a spot for its product
in a feature film,
As long as Americans have made movies, there have been manufacturers near-
by, convinced that their product oughta be in pictures. But not until the 1970s

Eater s Dlgest S _j:- did product placement become a major industry in Hollywood.
.. W Fiber from.. Wood’ s

CEQRA oy CONTINUED ON PAGE 4 .
lATasteofCamn R .
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¢ ne packager calls product placement “soft sell advertising”

Diego. “Surveys overwhelmingly reveal
that the people polled believe that adver-
tising is misleading, and that it doesn’t
tell the truth. Since people don't think of
product placements in movies as adver-
tising, they don’t discount what they
see,” he adds.

The viewers’ ability to recall the items
“placed” in a movie are higher than one
would suppose, Kovoloff told the Los
Angeles Times in 1982. When members
of the movie audience have been ques-
tioned outside a theater, their recogni-
tion of a product has registered between
12 percent and 87 percent. Evenjust 12
percent recall is “pretty high,” says
Kovoloff. “That’s a lot of people, if the
film is a big box-office success.”

The “surprise” factor may work to the
advantage of the manufacturer, when it
comes to product placements in a film.
“Most people have no idea that this is go-
ing on in the movies,” charges John W,
Richards, M.D., of the Medical College
of Georgia and president of Doctors
Ought to Care. “When they find out,
they feel they're being ripped off,” he
says. And yet these viewers are familiar
with name brands, which makes an
amusing tie-in easy to arrange. For ex-
ample, “Back to the Future” audiences
howled when its young hero was ad-
dressed by his 1955 peers as “Calvin,”
because of the label sewn to his jeans.

“Young people believe in advertising
especially strongly, and it becomes a
genuine model for behavior,” says
Schudson, the author of Advertising: The

Uneasy Persuasion (New York: Basic
Books). Consequently, when the pack-
ager and film maker have worked to-
gether to make a plug seem a “natural”
part of the film, the audience is likely to
subconsciously link the product with the
star who is drinking the beverage, wear-
ing the jeans, or smoking the cigarette.
Kovoloff speaks for most packagers
when he stresses, “Great care is taken
to prevent a product from being used by
‘villains’ or in a disparaging way.”

If the tie-in is particularly successful,
the product might be the first word as-
sociation that pops into the viewer's
mind when a popular film is mentioned.
An indelible example of this phenomenon

is Steven Spielberg’s lovable creature
from outer space, which followed a trail
of Reese’s Pieces in “E.T.: The
Extraterrestrial.”

It's been widely reported that sales of
Reese’s Pieces, first marketed in late
1981, shot up 65 percent after the re-
lease of “E.T.” in mid-1982. Not so, ac-
cording to Brian Herman, a spokesman
for the Pennsylvania-based Hershey
Foods. “We've never officially released
that figure, and we won’t do so at this
time,” he says. However, Herman con-
cedes, “It's undeniable that [“E.T.”} did
give a big boost to the product.”

- ..k J &
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Coke co-stars in “The Big Chill”

Another earthly pleasure savored by
E.T. was a cold can of Coors beer. It's
unlikely that the manufacturer would
have wanted Elliot, E.T.’s young pal, to
be shown on camera doing the same.
Many product placers and brewers are
understandably jittery—and conscien-
tious —about associating their products
with unsavory scenes or characters. Ron
Kaufman, an AFP vice president, has
reported that when Anheuser-Busch
products are promoted, “we try to make
sure there’s no littering, no underage
drinking in the story.” Kovoloff has
stated that of the 60 films in which he
placed Anheuser-Busch last year, “never
once was the product handled by a bad
guy.”

However, a film hero behind the wheel
of a car who takes a drink automatically
becomes a bad guy, argues Richards,
who adds, “It’s not only unethical, but
also immoral to be promoting drinking
and driving.” Richards says young peo-

ple may be encouraged to emulate the
actors in Burt Reynolds’ “Cannonball
Run,” in which several people “drove fast
and reckless” while downing Budweiser.

Even if the actors aren't drinking or
smoking, viewers develop brand con-
sciousness when billboards and other
advertising images are planted in feature
films. A few references may be inevita-
ble, but Richards wants to know how the
producers of “Superman II” can justify
placing 20 references to Marlboro cigar-
ettes within the film.

In Richards’ opinion, plugging cigar-
ettes that often in a film pitched at a very
young audience is inexcusable. “The
tobacco industry is the most insidious
child abuser in the world,” he insists.
Richards has found nicotine-stained fin-
gers even at wholesome Walt Disney
Productions. According to Richards,
“Splash,” a recent hit directed by former
child star Ron Howard, “is full of Carlton
ads.” He laughs, “Opie [Ron Howard’s
character on “The Andy Griffith Show” ]
was always my idol. What can I say?”

Scenes involving name-brand hard Ii-
quor also raise ethical quesions—espe-
cially when the films are sold to televi-
sion, where hard-liquor ads are taboo. In
this summer’s successful Columbia re-
lease, “St. Elmo’s Fire,” teen idols Ally
Sheedy and Demi Moore —playing re-
cent college graduates-—pour them-
selves generous slugs of vodka from a
clearly labeled Absolut bottle.

“We don’t have any control over how
that bottle got into the scene, but we feel
that we have a responsibility toward our
younger viewers in how we publicize the
film,” explains Joe Richards, a photo
editor for Columbia. “It’s not our policy
to glamorize drinking among young
people.”

The television networks will not air
advertisements for hard liquor, as spec-
ified in the voluntary advertising codes of
the major American television networks.
In a self-policing effort, the TV networks
recently vowed to cut down on drinking
scenes. (“Dallas” fans, for example, will
see J.R. Ewing head less frequently for
the bourbon decanter this season, ac-

CONTINUED ON PAGE 6 - -
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cording to Lorimar Productions.) But
what will the network censors do with a
deliberately placed plug for hard liquor
when it buys a theatrical film for rebroad-
cast on the small screen?

Some observers are worried that
there is no way to avoid broadcasting
these name-brand drinking scenes. The
government is unlikely to intervene, and
at least one industry group is reluctant
to get involved. “It’s up to the individual
station to decide. We would make no
decisions governing the editorial content
of programming,” says Shaun Sheehan,
the National Association of Broadcaster’s
senior vice president for public policy.

The proliferation of alcohol-related and
other product tie-ins has become a sore
point with television network execu-
tives. (So sore, in fact, that spokesmen
from CBS did not return calls, and ABC
declined to comment, suggesting that
Nutrition Action Healthletter contact the
MPAA)

For one thing, manufacturers have
discovered that signing an agreement
with a film packager is considerably less
expensive than buying network air time.
Paying $25,000 to $50,000 to slip a prod-
uct into a film that will be shown again
and again is small change to big adver-
tisers. Dick Plastine, vice president for
prime-time programming at NBC,
quotes a price of $150,000 for a 30-sec-
ond spot airing during the Monday-night
movie.

“We acquire films for entertainment
purposes, not to further particular com-
mercial goals. Remember, we are in the
business of selling air time for commer-
cials,” explains Richard Gitter, NBC East
Coast vice president for broadcast
standards.

“You cannot remove all product men-
tions from a feature film,” Gitter adds,
“but if there’s a particularly glaring exam-
ple, unless it furthers a particularly im-
portant story point, it's likely that it
would be one that we'd ask the producer
or director to lose’ for us.”

Alan H. Gerson, NBC's vice president
for law and broadcast administration,
notes, “Product references are often so

lllllllllllllllllIIll'llllllllllllllllllllllllll

‘Cannonball Run” pilot quaffs Bud (left). Chevy Chase refuses this Nestle’s Crunch
(center), while Goldie Hawn offers Olympia to the cops in “Seems Like Old Times.”

integrated into a film that it's impossible
to cut them out without making gibberish
of the picture... We do exercise
editorial judgment, but sometimes it’s
impossible to cut [a product reference].
Either we don’t buy the film, or we take
it as it is.”

Gitter and Gerson say that NBC’s own

CSPI and Doctors Ought to Care re-
cently co-signed letters of concern about
product placement of alcoholic bever-
ages in feature films to the Motion Pic-
ture Association of America, the Distilled
Spirits Council of the United States
(DISCUS), and the U.S. Brewers Asso-
ciation. DOC and CSPI are asking that
the opening credits of feature films dis-
close which companies have paid a bro-
ker to have their products included in the
film. In addition, the two groups are re-
minding DISCUS and the Brewers As-
sociation that such paid placements are
often in violation of the liquor and beer
industries’ voluntary codes of behavior.

If you'd like to keep these product
plugs from becoming as ublqultous as
movie popcorn, write:

Jack Valenti, Presndent ’
.. MPAA .

~1600 Eye St., N. W

Washington, D C. 20006

- Frederick Meister, Presxdent
DISCus . - .
1250 Eye St., NW. .
Washington, D.C. 20005

Donald Shea, President
U.S. Brewers Association
1750 K St., N.W.
Washington, D.C. 20006

We'd apprecdiate it, too, if you'd send
a copy of your letter to Michael F.
Jacobson, CSPI, 1501 16th St., N.W.,
Washington, D.C. 20036.

film production staff is held to a tighter
standard of accountability when it comes
to product placement. Gerson says that
before production begins on a film, the
compliance and practices department ex-
plains the network’s responsibility under
Section 507 of the Communications Act,
and requires the film makers to disclose
“anything they get free or for a discount.”

Obviously, not all product references
are verboten. “If people speak too
generically, it’s ridiculous,” says Gerson.
“We generally require mockups [of prod-
ucts] to be used, but there are certain
cases where you can't avoid making a
reference. If someone is making a joke
about New Coke versus Old Coke, for
example.”

The efforts of product placers occa-
sionally are credited publicly —but these
acknowledgements are usually crowded
into the credits as the audience scram-
bles for its coats. “It seems to me not
unfair — and certainly honest —to show at
the outset which sponsors brought you
this film,” says Schudson. “I don’t know
what difference this would make. But
perhaps people would be aware that it
wasn't just a teen idol's choice to drink
XorY.”

In time, movie audiences may become
as jaundiced and skeptical about product
placements as they are about many
other forms of advertising.-And the plugs
may become even more blatant in re-
sponse. Today’s television audience sees
commercials “as the price they pay for
quality television broadcasting,” notes
NBC's Gerson. If the product placement
people have their way, we may feel the
same way about movies soon. Schudson
concludes, “More public awareness of
product placement can't help but make a
difference.” [ ]
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Dear Prospective Client: "«

Five years ago, | saw a need for an
enterprise that would get high ex-
posure for brand name products by
having them used in big-budget mo-
tion pictures.

It seemed to me that manufac-
turers would benefit from having their
products appear in films ih the hands of
top boxoffice stars, and that studios

would welcome the opportunity to use

brand name products to add realism to
motion picture scenes. Both assump-
tions have proven to be valid.

In 1978, | founded Associated Film
Promotions to serve as a liaison be-
tween manufacturers of brand name
products and the film industry. After
many months of making personal
contacts among the decision makers,
the studios began to look to AFP as
their primary source for products they
wanted to use in their films.

Since that time, AFP has been con-
sulted by major Hollywood filmmakers
on hundreds of motion pictures. Qur
staff of specialists in production, in mar-
keting and in public relations work
closely with the film industry, furnishing
everything from Clark Bars to Cadillacs
to help create more realistic settings in
motion picture scenes.

How AFP Works. When AFP agrees
torepresent a client, a marketing strat-
egy meeting is held to determine the
most productive motion picture ex-
posure for the client’s products. Our
staff and consultants analyze film
scripts for favorable environments and
opportunities for product exposure. A
thorough, scene-by-scene breakdown
of film scripts chosen for consideration
is presented to the client, indicating
where and by whom his products will
be used in the motion pictures.

A LETTER FROM THE PRESIDENT

AFP carefully controls the ap-
pearance of the client’s product in films.
Inmost cases, it is the stars who will use
the product—always in a positive and
memorable manner. Great care is taken
to prevent a product from being used
by “villains™ or in a disparaging way.

There is no greater promotional
value—short of a direct endorse-
ment— than having a major motion pic-
ture star use a product in a big-budget
film. Perhaps, as many as 50 million
theatre goers will ultimately view the
fiim and many of these will be influ-
enced to become consumers of the
products they see being used by their
favorite celebrities. i

AFP maintains a close relationship
with major studios, producers and
other top-levz! creative staff who keep
us abreast of their potental product
needs for upcoming films. Producers
and directos frequently ask AFP to
recommend ways in which brand
name products can be creatively used
to enhance a scene. This has led to
many beneficial exposures of products
in specially-devised scenes that have
great brand name impact.

Our service includes, wherever fea-
sible, major promotional tie-ins linked
to a particular brand name product and
its appearance in a significant film.

What motion picture exposure
can do for your product, Movies not
only survive the competition from tele-
vision, pay TV and, even, video games,
but continue to gain strength.

The use of brand name products

aters into cable and network TV, in-
flight presentations and foreign dis-
tribution, the brand name impact is felt
by a potential audience of hundreds of
milfions of consumers. Yet, the cost for
reaching this vast audience, compared
with the expenditure required to im-
print the same number of people
through traditional media, is incredibly
low.

Who uses motion picture prod-
uct promotion? Everyone from new
developing firms to Fortune 500 com-
panies, which comprise 30% of our
client list. Last year, AFP succeeded in
placing 70 of our clients in 150 impor-
tant motion pictures. In the five years
we've been in business, we’ve pro-
vided brand name products for nearly
600 big-budget films.

A list of our clients appears in this
brochure. You'll note that some of the
nation’s largest corporations are repre-
sented, indicating their farsighted rec-
ognition of a unique marketing oppor-
tunity—exposure of their brand name
products in motion pictures.

Don’t miss out on this very profita-
ble approach to marketing your com-
pany’'s product. Your brand names
could be prominently displayed in
tomorrow’s “Rocky” or ""Ordinary
People.”

Please cail me personally with any
questions you may have about how
our service can help keep your brand
names uppermost in the public’s
thoughts.

Cordiatly,

by stars in popular motion pictures rein-
forces the product’s image on au- :
diences and, usually, results in a signifi-

cant increase in sales. As a3 motion
picture makes the transition from the-

Robert H. Kovoloff
President ‘



)
3
5
?

vk &

SR all

AR

T v + 4
0/ o i IS IO O R ) Batar ket

ESS.

Why Marlon E
fas:ed the Mil}

THE NEw york TIMES ARTS/ENTERTAIKKMENT vonr

The Art of Plugging
Products in the Movies

By JANEY MASLIN

The script for “Rocky I is
amcoded 10 include a Wheaties scene,
tn which Rocky advises his young son
0 ext the ' breakiast of champions'™ if
he wrats to grow up big and surong. In
“North Daliss 40, & scene involving
szlad dressing is insented so that the
actors can conspicvously use Bertolli
Olive Oil. In **Honeysuckle Rose,” the
bezr botties are carefully arranged sa
that a parucular beer is by Willie Nej-
son's side when he's relaxed and
happy. As for the troublemakers, they
drink xoctber brand.

These touches are the handiwork of

an u;u.no«mmf eatrepreneur
called the product placer, whose busi.

Dpess it is 1O meXe sure that moviemak-
zrs and manufacturers enjoy a close,
symbictic relationship, In the days
wheo Hollywood cared mare fof ele-
gance, this might not have been posaj-

fairly manduomn. But powadays it's
becoming, an organiled process. and
the brand-naime products that turn up
as mavie projs are less and less likely
to bave lanced there by accident.
Rowever, & product placer can spend
&t least as much time keeping his
chents out of some films as he does
working them into others.

Product placement has become 20
common that there are even seminars
about §i. A recent one at the Plaas
Hotel, ttled “How 10 Market Your

in Motion Pictures ... and
Turp the Stiver Screen Into Gold?™ at-
tracted several ckxen carporate rep.
resentatives — al §175 or $185 a head.
The service is relutively new, and thus

Geveloping  frieodships th  thero,
That wey — if the product placer i3 an
as fnexdly terms with the fitrn indus-
try as was ooe of e weminar's Kwal-
ers, A d Flim Pr Soss*

!

carn then rmake suggestions about
which of his clients” products mught be
planted in pa ruicular scemes.

When Milk Duds wete warked imo
both “*Seerns Like Old Tizses™ (Chevy
Chase bolds up & gas stauon and de-
mands the Duds froo a ms-
chine) and “The Formuwla' (Maria
Brando offers them to George C.
Scoct), sales of Milk Duds ar Jodoy
Concession Counters, accondng 1o Mr.
Kovoloff, increesed dramatically.
There was anacher advazuge: Mr.
Branda, & star who Goes not do ords.
nary commervialy, had been induced
to belp out with » more ixduect form
of adventising.

Crodiblliry Is the Reward

The advantages of al) this to the
manufacturesr ave pbvious: It can
mean a subtle, comparutively inex-
pensive plug that has the credibility
ordinary commertials lack. “*Seeing &
product, even for a second, in a realis
tic dramatic sefting in which the
wviewer is alresdy emotonally in-
volved,” Mr Kovoloff said, “leaves an
invaluable impression.*”

But why shauld the film makers go

Raisin Bran joins Jerry Lewls an

along with this? For ane thing, brand-
fame products belp @ movie look
realistic. Anyome who has ever seena
femidiar-Jooking product bexring »
Phony RaDe O sCroen knaws bow jar-
ring the counterfeits can be. “The
things that your compeanies create,”
Mr. Kovoloff noted, “are the res)
props of Americen life.” Tbua, a fikm
that wants xn authenlically American
Jook — even tf, like the curvem “First
Blood, " it was shot in Canada - resily
needs its Coca-Cola billbosrds end its
Chevrolet signs.

resaon {5 g

is supposed to be a black marketeer.
The manufacturers ray not have
been able 1o exercise any covirol over
the use of their products, but the fitm
makers did nx ges any tree soup or
chocolate, either. The boxes were

enpty.

‘lg'zyvuddog aspecis of product
placing tnrvolve making sure the prod.
uct o't used in 2 delamatory jight
For exarmple, when Walter Matthau
used a Nikon camera 1 “'Hopseotch,”
the product placers made sure be was
playing lB:mPﬁml 1py and pot a
bumbier. Beer :

Apotber

you're going to drive a car off & clify, §t
might as wel! be 8 car supplied by the
manufrcturer, It's clearly to the prop
marter's advaniage W0 dorrow as

Prop masiers the equivalent of one-
$10p shopping.
Cao all of this go too fay? Abeot:

are particy-
larly 1achy about not wishing 1o see

makings of conUroveryy, and “E.T."
because beer was vaad for the guas-,
tumable purpose of inioxicaung &
Child, ot {0 tNAMION 80 EXIIBLEITES-
tnal

“J only wich that | had Rarsed s
kind of sarher

ly. Jerry Lewis’s “Rardly Working,”
with plugs that were virtuatly wal to
wall, bas often been cited as the mov-
jex' moat example of merch-
andising overkilt, even by product
Piscers thenselves.

Toere are maoy films that do bot
employ the product placers’ service
atall A mavie that is liable to be con-
troversial — such ar "M "
wun'l gt ouch caoperation o
ther product placers or manuiectw -
ers, et 1t o still wee brand-oatne

orga M.
Kovaloft said. “’It’s too bad there was
s professiooally organized product
fepresentatian in the old days of mov-
b, You know, when Clark Gable ap-
peared without an undershirt io ‘Jt
Hapoered One Night,' undershist
sales west down. I'd lke 10 see 3
T4adirt on every sar and & logo o
every Tatun ™

tons  of
abey’s chocolate featured  proend.
nently because the cmvtral charncier

P

AT U ULIEL O TEALES,
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AdVCTtiSiﬂg !Sandra Salmans

Selling Via the Movies

MONG e performen i “"Honky
&. Tonk Fresway,” which opens
&1 movie theaters tomorrow,
will be Cheerics, Budweiser and
Quaker Siate Motor Oil. Those are
some of the placements made by As-
sociated Film Promoticns, a Los An-
geles-besed company thatseys itis the
leader in the business of gerting
clients’ products an the big screen.

NATIONA
AGE OF AFpP's SERVICE

Major me
and natio

Foundes four ysars ago by Robdert
Kovolof!, ¢4 years old, who remains
the sole owner, A.F.P. promises
clients, such as Anheuser-Busch, Gen-
erxl Mills and Beatrice Foods, "posi-
tive visibility' or, as they used to say,
& chance 10 get into the movies. The
basic idea is 10 gt that bottie of
Michelob into the handy of, say, Climt
Eastwood (25 In “Any Which Way You
Can'"), o7 to get that Gatorade cooler
within reasonable proximity of Alan
Alda and Carol Burnett (as in "'Four
Sezsons'). X

Some S0 companies - involving 1%
different products «— pay the company
an annuaj retaner of at Jeast §25,000
for guaranteed ‘‘muitiple exposure’’ in
s minimum of five movies and a2
many as . That is far better value
than television offsrs, argues Mr.
Kovolof!, who figures that the bill for
fiwe prime-time, J0pocond telsvision
commercinis would come 1o $350, 000

31's also good valus for Me. Kovolof!,
who said thset his cocopany
ataout §1.5 million Iast year,

L MEDIA COVER.

tropofitan Neéwspapers
nal Magazines have re.
Associated Film Promo-

Thers are other advemtages 10 sell-
ing one's wares on Suuset Boulevard
rather than Madison Avenue. For ane
thing. there is always the hope of hav.
ix;;‘!w product used by a high-pow.

Ted suer, such o8 Marlon Brando, who
is ooe of that handful of celedrities who
have pot yet appagred in advertise
ments.

Furthermore, {2 a pald television
commercial, *'you know it's not real,”
Mr. Kovolaff sajd. But In & movie
kitchen, he said, thet box of Cheerios
looks patural in a cluster of other
brand-name products. In {ect, Mr.
Kovoloff contends that television pro-
grams look bland because they are
profubited trom showing the brand
nemes that are an integral pant of
everyona's lives.

Nor does {1 matter if the movie flops,
tn his view. Although it may bomb st
the bax office, the movie will subse.
quently be seen by millions of viewers
on cable xnd syndicatad television, not
to roention video cassettes.

And there are exciting oppertunities
for capitalizing on those cameo movie
sppearances of . Because
“Hardly Working” had a scene {a
which Jerry Lewis wolled down »
doren Dunkin’ Doouts, tbe star
to pose for some special Dunkin’
Douts posters, which the chain put in
its windows. Everybody gt s litue
extrs putlicity for very litie moawy.
Had Dunkin' Donuts gone the sdvertls-
ing route, it would bave coel tnore e
£500,000, Mr, Kavolof! cantended,

perk .
Kovolof! ad his doven staff membors
study the scripts for openingy - incd.
dentally screaning out X-rated films,
{{ the product s writtlen (nto the script,
A.F.P. becomes a sort of super:
erty marsy {or the movie studlos, rolls
{ng out {1 warehouse stock of the Jucky
ftem.

The movie suxdios do n pay for
such services but, in exchange, there
s a gentiemen's egrvement thet the
product be trested well, acconding to
Associsted. To protect /Znbeuser.
Busch, for example, “we try to make
sure that there’s no Hitering, oo under.
sge dnnking in the movie,” said Ron
Kaufman, s vice preajdant who 18 the
liasison between the client and the
stuclio

But regular advertising has its uses,
too, &t Mr. Kovoloff would be the first
to cancede. 1t was in “Being Thers,"”
sfer all, that Peter Seliers — and m!)-
Hons of moviegoers -~ B4t
commercigls for Natursl Light, an
Anheuser-Busch product, courtery of
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BRAND NAMES IN
THE MOVIES

One picture is, indeed, worth a thou-
sana words—particularly when it
comes to registering memorable im-
pressions of brand names. These pho-
to stills show how AFP-placed prod-
uCts were associated with stars in
some recent major motion pictures.

Six Pack Gatorade, Quaker State Motor Oil
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+ 5-YEAR GROWTH CHART

The graph below reflects the steady increase

in the number of motion pictures
in which AFP clients participated.
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WHEATIES SURVEY "ROCKY HI” NORA J.ROTKIN JUNE 14, 1982

The movie “ROCKY [II” was sampled in the Las Angeles
and Chicago metropolitan areas. As is readily evident, an
impressive 89% of respondents in the total sample re-
called or recognized WHEATIES cereal in the film,

In Los Angeles a total of 96% recalled or recognized
WHEATIES. Of this total, 64% remembered WHEATIES
being displayed without prompting from the interviewer.

In Chicago, 82% of those interviewed recalled or
recognized WHEATIES.

The result is very encouraging. The placement of
WHEATIES is very prominent on Rocky's breakfast table.
Audiences see Rocky's son eating WHEATIES and may get

the idea that if Rocky is aliowing his son to eat WHEATIES,
it is a cereal that will supply the nutrition and energy
necessary for athletic prowess.

Ali ages are represented in the distribution from
young children through older adults with 18-34 being the
most represented group.

Children viewing “ROCKY Il saw WHEATIES on
the breakfast table and may want to identify with his
strength and “victor” image. Also, older adults with
young children in their homes might get the idea to
purchase WHEATIES from this scene. In fact, the adults
may desire to purchase WHEATIES for themselves be-

LAST EDUCATION GRADE COMPLE

AWARENESS ) AGE DID NOT COM- l"::gL HIGH
UNAIDED AIDED 12-17 i8-34 35-49 50+ COMPLETE PLETED SCHOOL SCHOOL 3
8TH GRD 8TH GRD GRAD GRAD C
) TOTAL SAMI
43% 46% 26% 53% 10% 10% 2% 9% 18% 21%
LOS ANGELES S
“64% 32% 25% 54% 12% 8% 1% 7% 20% 20%
CHICAGO SAA

25% 57% 27% 52% 9%

(PERCENTAGES ARE ROUNDED OFF TO THE NEAREST NUMBER)

*CATEGORIES ARE INDIVIDUAL INCOME AND TOTAL FAMILY INCOME — THOSE RESPONDING ARE IN ONE OR THE OTHER CATEGORY.

12% 2% 10% 14% 19%

[4
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Cause people are on an exercise, keep-in-shape, health
and general self-improvement regimen, and WHEATIES
fits into this classification. “w

All education levels are represented indicating that
education has little effect on recall/recognition of
WHEATIES. Most viewers were at least high school
students or graduates. However, there was a good pro-
portion of moviegoers who at least attended college or
are college students.

All income levels are represented, either individual
income or total family income. Those persons who are in
the lowest income as well as those in the higher income

EQBED COLLEGE SEX UNDER $10,000-
DLLEGE  GRAD MALE FEMALE  $10,000 14.999
PLE —\WYHEATIES

26% 29% 58% 42% 16% 7%
WVAMPLE — WHEATIZS

23% 29% 57% 43% 11% 3%
VIPLE —-\WKHEATIES

29% 26% 59% 41% 21% 10%

are all potential consumers of WHEATIES.

This survey indicates that all types of people saw the
motion picture “ROCKY [Il.” The popuiation is diverse in
all demographic areas indicating a potentially large and
diverse market for consumers of WHEATIES.

in today’s economic decline, consumers are going to
spend money on necessities and be cautious about
spending money on entertainment. Therefore, those peo-
ple who thought “ROCKY llI” was worth the investment,
might further conclude that WHEATIES would be another
good investrment both from a nutrition and budget point
of view.

INDIVIDUAL or TOTAL FAMILY INCOME*

SIS000  SI5000+ 24999 43999 545,000+
0% 6% 14% 20% 27%
14% 4% 4% 21%  42%
6% 8% 25% 19%  10%



LETTERS FROM
OUR CLIENTS

Client satisfaction
is always AFF'S
primary goak.
Many of our
clients send Us
thoughtful letters
acknowledging
our contributions
in the area of
prand name
product place-
ment in MOUON
pictures- Hereis d
representative
sampling.
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Maxch 17, 3983

Mr. Robert Kovoloff
Associsted Filg Proxctions

10100 Santa Monice Boulevard
Suite 1095

los Angeles, CA  900¢7

Dear Bob;

1 vas thinking todsy hov much progress we in Nollvwwod h
tovards establiching & consfstent and trustworthy relsti
wvith corporate America. In pondering the reasons wvhy, i
obvious thai you and your organization are ceriainly a =
in the development of better understending between outse:
torporate Amcrica.

You have led the way in expediting eff{cient services to .
product{ons both here in Nollywood and throughowt the wofi
expertise combined vith the ability to establish prosotiove
lationships beiween torporate clfents ané the f{ls commur)
us another channel {61 the distribution phase of our bofin
As we contlnue to explore new areas of corpocste interactsi

festure films, 1 am sure your cowpany will continuc to Jeat
vay.

¥ith thanks 1 remain,

Sincecely,

aLasS

William Minot
National Prowotjon Direcier
W/ks
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